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ABSTRACT  
 Consumer behavior in purchasing organic food products in Muslim countries 
has rarely been studies. This research studied people’s understanding, perceptions and 
purchasing behaviour of organic foods of  360 consumers in three regions of Yogyakarta 
province of Indonesia.   It was found that people had limited knowledge of organic food. In 
comparison with conventionally produced foods,  consumers hold  positive attitudes 
towards  organic foods.  Statistical analysis revealed that age, income and education 
levels influence people’s perceptions. However, perceptions were not affected by gender,  in 
contrast with similar studies in developed countries. The major obstacles preventing people 
from purchasing  organic foods was high price, unavailability, lack of credential s  and 
poor appearance. The implications of these finds to the chain management are also 
discussed.  
 
INTRODUCTION 
 A numerous studies have been carried out in recent year on consumer behaviour in 
purchasing organic food, with most of these studies focusing on consumers in western and 
developed countries. Little attention has been given to the consumer in countries with Muslim 
domination, although there are a few studies being carried out in developing countries 
(Rodriguez et al. 2006, Aguirre 2007 and Yin et al. 2010). Indonesian has a larger Muslim 
population than any other country in the world with approximately 202.9 million identified as 
Muslim taking up to 88.2% of the total population (Miller, 2009). In Indonesian, organic food 
consists of rice, vegetables, fruits, coffee, cashew nut, spices, virgin coconut oil, honey, and 
shrimp (Prawoto and Surono 2005). There are two types of organic markets in Indonesia, 
mainstream supermarkets and specialized organic stores that sell only organic products 
(Ariesusanty, 2009).  
Organic food consumption was growing in Indonesia (Prawoto 2005). For instance the 
organic rice market was growing 22% annually from 2001 to 2004 and the total production 
reached 11,000 tones in 2004(Nuryati, 2006). At the same time, many imported organic food 
were also found in retail outlets in Indonesia ( Prawoto 2005). However, little research has been 
done to study the behaviour of Indonesian in purchasing organic food. Nasution et al (2011) 
studied the impact of organic brands on Indonesian purchasing organic milk and revealed that the 
background of the firm to which organic brand belongs had no significant impact on the 
intention of people to purchase organic milk.  Biocert (2003) and Trimaningsih (2006) examined 
people’s understanding of organic food and found the meaning of organic food was different 
from people to people.    
 In 2005, Indonesian government launched “Go Organic 2010” Program and IFOAM 
(International Federation of Organic Agriculture Movements) also developed quality standard for 
organic products. However, many farmers were reluctant to take organic option because of the 
uncertain with the future of organic farming. Given most of the domestic produced organic food 
was consumed domestically, it is essential to study domestic organic food market and to provide 
information of the future trend.  The information can help farmers to make their planning 
decision.  As Yussefi (2006) stated that there seems to be an organic boom taking place in 
Indonesia, the lack of marketing research regarding consumers’ perceptions and behaviour on 
organic food makes producers unsure about the future.  
 The objectives of this study are: 
1. examine people’s knowledge of organic food; 
2. evaluate their perceptions towards the attributes of organic food and 
3. discover the reasons for people purchasing and not purchasing organic food.   
 
RESEARCH METHOD 
Data was collected through face-to-face survey using structured questionnaire during from 
December 2006 to January 2007 period. Yogyakarta province was selected as the sample area 
because of its more than 91% of Moslem population (Indonesian Ministry of Religion 2005) and 
because of its being one of the major organic rice plantation province ( Prihandarini 2006). Three 
regions in Yogyakarta were sampled, including Yogyakarta city, Sleman Regency and Bantul 
Regency. Each region was further divided into three sub-regions for data collection to ensure the 
sample representing the research population. A total of 450 questionnaires were distributed. 360 
out of 450 were responded, in which 124 came from Yogyakarta city, 138 from Sleman Regency 
and 98 from Bantul Regency.  Out of the 360, 45 were incomplete, resulting in the total useable 
samples of 305 for statistical analysis.  
 
RESULTS 
Demographic information of respondents 
 As showed in table 1, of the 305 respondents, 50.49% were female and 49.51% male. 
Ages are evenly distributed across from 20 to 50 years old above. The majority of respondents 
graduated from junior or high school. 19.67 % have finished their university degree.  The sample 
also covers both low and high-income groups.    
Table 1: Demographic information of the respondents 
  Number of Respondents Percent 
Gender 
 
 
Age 
 
 
 
 
 
Education 
 
 
 
 
Income per 
month* 
Male 
Female 
 
Under 20 years old 
21-30 years old 
31-40 years old 
41-50 years old 
Above 51 years old 
 
Elementary school (year 6) 
Junior high school (year 9) 
High school (year 12) 
University  
 
Less than Rp 500,000 
Rp 500,001-1,000,000 
Rp 1,000,000-1,500,000 
Rp 1,500,000-2,000,000 
More than Rp 2,000,000 
151 
154 
 
32 
74 
61 
68 
70 
 
15 
88 
142 
60 
 
53 
75 
85 
46 
46 
49.51 
50.49 
 
10.49 
24.26 
20.00 
22.30 
22.95 
 
4.92 
28.85 
46.56 
19.67 
 
17.38 
24.59 
27.87 
15.08 
15.08 
*)  A $1 = Rp 7,100 
Knowledge of organic food 
 Of all the respondents, 12.13% did not know the term of organic food and 87.87% 
claimed they had received information about organic products and understand the meaning. This 
research only analyzed consumers who claimed knowing the meaning of organic food.  
When asking those who claimed knowing the meaning of organic food to define what 
organic means, their answers varied (as showed in table 2). There was no respondent who can 
define the concept as complete as CODEX and FAO (2001) definition: organic food must be 
produced without not only conventional pesticides, chemicals or sewage sludge-based fertilizers, 
but growth hormones, bioengineering or ionizing radiations for a minimum of 36 months. This 
suggests that people in Yogyakarta do not understand issues of the use of hormone, genetically 
modified organism and food radiation. 
Table 2. Definitions of organic products according to respondents 
Definition Number of respondents Percentage 
Food which is grown without chemical fertilizer 29 10.82% 
Food which is grown without chemical pesticides 30 11.19% 
Food which is grown without chemical fertilizer and 
pesticides 
112 41.79% 
Food which is grown without chemical fertilizer and 
pesticides, and processed without chemical additives 
97 36.19% 
 
Perceptions towards organic food 
 People’s perceptions were measured using Likert scale of 1 to 5. Figure 1shows the 
means of people’s perceptions towards the attributes of organic food in comparison with non-
organic food. The highest score was 4.65 for safety, the second highest 4.62 for healthy and 
freedom from additives, and followed by 4.47 for environmental friendly. For shelf life and 
appearance, the score was given average 3.37 and 3.16, indicating respondents relatively unsure 
about organic food better than non-organic in these two attributes.  The lowest score 1.9 was 
given to price, indicating that respondents perceived that organic was expensive in comparison 
with non-organic food. 
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Fig 1: Respondent’s Perceptions towards organic food attributes    
 
Demographic and consumers’ perceptions 
Data analysis showed that people’s demographic background had significant impact on 
their perceptions towards some of the attributes of organic food. Table 3 illustrates how ages 
affect people’s perceptions on taste and price. Older people perceived organic prices not as 
expensive as younger ones, which was further proved by the significant correlations between age 
and organic pricing (r=0.179; p=0.000). People over 50 and people in age group of 21 to 30 had 
agreed more than people under 20 that organic food tastes better than non-organic food. 
 
Table 3: Means of agreement on taste and price for different age groups 
Age Groups Taste Price 
under 20 y old 3.45 A 1.79 AB 
21-30 y old 3.95 BC 1.80 AB 
31-40 y o 3.67 AB 1.74 A 
41-50 y o 3.75 ABC 1.98 BC 
above 50 y old 3.97 C 2.14 C 
The mean difference is significant at 0.05 level. Different letters show significant differences in means.  
 
Regarding education, the higher the level of education, the more benefits of people 
perceive organic products (as shown in table 4). Significant differences were found across the 
attributes of health, environmental friendly, freshness, safety, free from chemical additives as 
well as price.   
 
Table 4: Means of agreements on organic food attributes between different education levels 
Education Health Environment Fresh Safe Chemical Price 
Elementary 4.18A 3.91A 3.82A 4.09A 3.64A 1.73AB 
Junior high 4.72BC 4.30A 3.99A 4.70B 4.54B 1.70A 
High school 4.80C 4.54B 4.31B 4.77B 4.71C 1.99B 
University 4.59B 4.64B 4.25B 4.76B 4.71C 1.97B 
The mean difference is significant at 0.05 level. Different letters show significant differences in means.  
 
People’s income was found to affect people’s perceptions on appearance, freshness and 
price of organic food. As showed in table 5, there were significant differences in means between 
income group towards these three attributes. Income of Rp.1,500,001 - 2,000,000 group had the 
highest means of the three attributes.  
 
Table 5. Significant differences found in income criteria 
Income Groups (rupiah) Appearance Freshness Price 
<500,000 3.24 BC 4.22 A 1.76 A 
500,001 – 1,000,000 2.85 A 4.11 A 1.76 A 
1,000,001 - 1,500,000 3.10 AB 4.00 A 1.95 AB 
1,500,001 - 2,000,000 3.55 C 4.55 B 2.14 B 
>2,000,001 3.24 BC 4.24 AB 1.95 AB 
The mean difference is significant at 0.05 level. Different letters show significant differences in means 
In terms of gender, no significant differences were found in people’s perceptions towards 
all the attributes of organic food.  
 
Reasons to buy or not to buy organic food   
 Of the total 306 respondents, 161 people had purchased organic food products. 66.45 
percent of them indicated that the reasons for purchasing were safety and healthy concern. 31.05 
percent claimed that they wanted to buy organic foods because of the taste and freshness. This 
result indicated the actual behavior of people purchasing organic food was influenced by four 
attributes: safety, health, taste and freshness.     
The research also found that, of the total respondents, 145 people had never purchased 
organic food products. The reasons given by those who were not interesting organic food 
included too expensive (17.54%), disbelief that such products are real organic (10.07%), lack of 
availability (10.82%) and poor appearance (23.3%). The rest of 28.27% are various combinations 
of those reasons.   
 
DISCUSSION 
The first objective of this study was to examine people’s knowledge of organic food. It 
was found that 12.13% of the sampled people did not know the term of organic food and 87.87% 
claimed they had received information about organic products and understand the meaning. 
However, their understanding was different from people to people. Clearly, terms like organic 
will have nuances of meaning for different individuals and groups (Aarset et al. 2004). Not using 
fertilizers, pesticides or additives was found in this study as the main concept for organic food. 
This concurs with Raab and Grobe’s (2005) findings that “chemical free” is the most mentioned 
word associated with the organic system.  
Consumer awareness and knowledge can play a very important role in developing the 
organic product market. According to Yiridoe et al. (2005), there is a segment of the potential 
market that is not yet informed about organic products or do not have enough detailed 
information to clearly differentiate the unique attributes of organic products. In this research 
12.13% of the sample did not know the term organic, and most of the people did not have a clear 
concept   of organic food, indicating a potential to increase market share of organic food through 
communication with consumers about the unique attributes of organic products. 
The second objective of this study was to evaluate the perceptions of people on organic 
food.  The findings are similar to many previous studies, including organic food  healthier 
(Brennan and Kuri 2002; Grankvist and Biel 2001), tastier (McEachern and McClean 2002; 
Kihlberg and Risvik 2007), safer and more environmentally friendly (Yiridoe et al. 2005), but 
shorter shelf life (Magnusson 2004) and expensive(O'Donovan and McCarthy 2002). 
This research also revealed that some of the demographic factors influenced people’s 
perceptions.  Older people perceived organic prices not as expensive as younger ones. This may 
suggest that older people could be a potential targeted market for organic food. The higher the 
level of education, the more benefits of people perceive organic products will have. This may 
indicate that the organic market in Indonesian could be expending with the further development 
of education system in Indonesia.   
The research also revealed the reasons for people purchasing organic food. They are 
safety and healthy concerned as well as people believe organic food taste better and more fresh 
than non organic food. Regarding the reasons for not purchasing, price was found to be the most 
mentioned attribute, although when choosing organic products, price is not the main 
consideration for buyers in European consumers (Torjusen et al. 2004).  This could be that in the 
developed countries food consumption takes relative small proportion of people’s disposable 
income. The lack of credibility is the second reasons hindering people from purchasing organic 
food. Giannakas (2002) classified organic foods as credence products. However, they are 
difficult to determine whether they are produced using organic or conventional methods, even 
after repeated purchase and consumption, unless consumers are informed. Labeling is the most 
common means to give such information. However, organic labels in Yogyakarta seem to be 
insufficient in influencing people to purchase organic products. This research revealed that half 
of the respondents doubt the genuineness of organically labeled products.  Surono (2006) found 
that in Central Java Province, the majority of rice farmers who claimed themselves as organic 
farmers still use chemical fertilizers. To build up consumers’ trust, there is need to increase the 
traceability of organic products. This can be achieved through cooperation and collaboration 
between supply chain members.   
 
CONCLUSION 
The findings from this research suggest there is a potential in Indonesia to increase 
organic food consumption.  Although people have limited knowledge and understanding of 
organic food, most of them hold positive attitudes towards organic food. Communication with 
consumers about the benefit of organic food is essential so the value of organic food can be 
recognized. At the same time, there is a need to build trust of consumers to the organic label. The 
credibility of organic food depends on the development of the traceability of organic food supply 
chain. Through cooperation and collaboration of chain members, consumers enable to know 
where the foods they purchase come from and how they are produced and handled.    
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